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ABSTRACT 
Based on the institutional theory, this paper intends to clarify the relationship of institutional pressures, top management and 
m-commerce adoption intention in organizations. Using the data from 204 small and medium-sized enterprises in China, we 
examined the effect of mimetic, coercive and normative pressures on top management support and M-commerce adoption 
intention. The empirical result shows that: top management support and three types of institutional pressures could positively 
act on the adoption intention of M-commerce in organizations; top management support partly mediates the influence of two 
institutional pressures (coercive pressures and normative pressures) on the adoption intention of m-commerce. Implications of 
these findings for research and practice are discussed. 
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INTRODUCTION 
With the spread of smart phones, mobile phone has become an indispensable part of our life and work. By June 2016, the 
number of mobile internet users in China has reached 656 million which accounted for 92.5% of the total internet user 
population (CNNIC, 2016). The quick growth of mobile phone users has provided a solid user base for m-commerce usage of 
firms. The shift of internet users from PC to mobile phones would prompt more companies in China to use mobile technologies. 
Mobile internet and smart phones provide an important channel for marketing and selling. In comparison with the rapid uptake 
of mobile users at individual level, the adoption of mobile commerce in firms of China has lagged behind. According to the 
survey report of Enterprises’ Mobile Informatization Status in China during 2013-2014, 82.7% of 350 firms surveyed in China 
had no specific mobile strategies in the next three years, and most firms were still in the wait-and-see stage (Mobile 
Information Center, 2014). Among companies with the experience in e-marketing in China, only one third firms had carried 
out marketing activities via mobile internet (CNNIC, 2016).  
  
Many research have been made on m-commerce adoption issue from the perspective of consumers at the individual 
level, but minimal research have been done on the adoption of m-commerce in firms at the organizational level(Li & 
McQueen,2008;Swilley et al.,2012;Picoto,2014), especially in the context of China. Although many studies have been done on 
e-commerce adoption in firms, there are many differences between e-commerce and m-commerce. M-commerce is not only a 
subset or extension of e-commerce but also means a different business way for firms (Alfahl et al., 2012). Compared to 
e-commerce, mobile technologies have broken through the limitation of time and place to access to information, 
communication, and services (Mallat, 2009). Mobile internet can bring unique value by ubiquity, portability, convenience, 
identification, personalization, localization, and instant connectivity (Clarke III, 2001; Picoto et al., 2014). The value of 
m-commerce includes the impact on marketing and sales, internal operation, and procurement (Picoto et al., 2014). 
M-commerce applications can significantly benefit small and medium-sized enterprises without requiring significant 
modifications to processes or major investments (Gebauer and Shaw, 2004; Balocco et al., 2009). Thus, m-commerce 
applications seem to be particularly suitable for SMEs(Chuang et al., 2007). As more and more SMEs in China start using 
mobile technologies, it is crucial for researchers and practitioners to better understand which factors determine firm’s adoption 
intention of m-commerce.  
 
The role of institutional pressures in affecting firms’ adoption of innovations is broadly studied, but few research has been done 
within the context of the new m-commerce technologies. Due to the importance of the m-commerce and the lack of research 
about firm’s adoption of m-commerce in China context, this study studies how institutional pressures motivate the top 
management and the firms to adopt m-commerce based on institutional theory, and how such effects are mediated by top 
management with data collected from small and medium-sized firms in China. A model is developed and tested by the partial 
least squares and structural equation model method. 
 
The paper is organized as follows. Section 2 presents the literature review focusing on m-commerce adoption at organizational 
level and the institutional theory. Section 3 introduces the research model and hypotheses. Section 4 explains the research 
method and data collection. Section 5 presents the empirical results. Conclusions including the contributions, limitations and 
discussions of this research are provided finally. 
 
LITERATURE REVIEW 
M-commerce Adoption at Organizational Level 
The most widely used theories of IT innovation adoption in firms are the Technology-Organization-Environment (T-O-E) 
framework proposed by Tornatzky& Fleisher (1990) and the innovation diffusion theory (IDT) proposed by Rogers (2003) 
(Oliveira & Martins, 2011). In prior research on m-commerce adoption at organizational level, most research has applied 
T-O-E framework or IDT to identify the factors for a firm’s adoption of m-commerce (e.g. Picoto et al., 2014). T-O-E 
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framework identifies three dimensions that influence firm’s usage of technological innovation: technological aspects such as 
technological characteristics, organizational aspects such as firm size and structure, and environmental aspects such as industry 
and competitors. Specific factors identified within the three dimensions may vary across different studies. IDT proposed five 
attributes determining innovation’s adoption and diffusion process including relative advantage, compatibility, complexity or 
difficulty to learn, trialability or testability, and observability or observed effects. In fact, these five attributes are usually 
integrated into the technological dimensions of T-O-E framework in research.  
 
Based on T-O-E framework, Doolin(2008) confirmed technology factors such as relative advantage and compatibility, and 
organizational factors such as top management support, organizational readiness degree and company information intensity 
were the significant determinants influencing firm’s adoption of m-commerce in New Zealand by multiple case study. Based 
on T-O-E framework, IDT and resource based review, Picoto et al. (2014 )  studied usage factors of m-business with data  
collected from180 Portuguese organizations and found that relative advantage from technological factors, organizational 
factors(technology competence, technology integration and managerial obstacles) and environmental factors(competitive 
pressures, partners pressures and mobile environment)  had significant influence on m-business usage. San Martin et al. (2012) 
complemented the T-O-E framework by adding customer value for the firm and fit between marketing and m-commerce, and 
found that task-technology fitness, technological competence and customer value for the firm have positive effect on the firm’s 
performance brought by m-commerce technology using a sample of 125 Spanish firms. Chang et al.(2009)  identified  the  
critical  successful factors  of m-commerce  adoption in the context of Taiwan from the perspective of  system  life  
cycle, and found that the top  three  important  factors  for  m-commerce  adoption  were  the support  capabilities  
of  the  IT  vendor,  TOP management support, and  project team capabilities, which could be incorporated into the 
organizational or technological dimensions of T-O-E framework. 
 
In addition to T-O-E and IDT theory, task-technology fit theory (TTF) proposed by Goodhue and Thompson (1995) has also 
been applied widely to explain the IT usage behaviors of firms. According to TTF, a better fit between technological 
characteristics and task requirements will lead to better performance. Mobile technology fits to tasks associated with time-, 
location- and identity-dependent features (Watson et al., 2002; Liang et al., 2007; Picoto et al., 2014). Liang et al. (2007) 
proposed a fit-viability framework combined the theory of task-technology fit on the adoption of mobile technology in 
business. In their model, fit measures the extent to which the capabilities of mobile technology meet the requirement of task by 
task and technology dimensions, and viability measures the extent to which the organizational environment is ready for the 
mobile application by economic, IT infrastructure and organization dimensions. Wamuyu & Wamuyu(2011)  found that 
fitness and user acceptance were  significant determinants  of mobile  money  transfer  services usage in Kenyan  micro  
and  small  enterprises. 
 
Some research explored the m-commerce adoption factors from the perspective of drivers and barriers. Mallat & 
Tuunainen(2008) explored merchant adoption of mobile payment systems in the context of Finland, and suggested that 
increasing sales or reducing the costs were the main adoption drivers while complexity of the systems, unfavorable revenue 
sharing models, lack of critical mass, and lack of standardization were the barriers to adoption. Rahman(2013) explored the 
key barriers to m-commerce adoption in developing countries by face to face in-depth interviews, and concluded that lack of 
literacy, trust and conflict of interest between telecoms and banks were the major barriers to the adoption of m-commerce in 
Bangladesh. Balocco et al. (2009) explored the adoption barriers of business to employee mobile internet applications through 
a survey of 646 Italian SMEs in the manufacturing industry, and concluded that lack of knowledge and difficulties perceiving 
the benefits and value before implementation were the main reasons for not adopting m-commerce applications. 
 
Even though some studies have been done on the mobile commerce adoption in firms, the literatures on the adoption mainly 
focus on either technological factors or organizational factors within the companies. Factors that influence mobile commerce 
adoption intentions from the external environmental perspective have been less explored in the context of China. Without an 
institutional view, IT research might focus only on technological, economic or psychological factors, thus missing important 
social, cultural and political aspects (Orlikowski & Barley, 2001).  
 
Institutional Theory and Firm’s IT adoption  
Institutional theory emphasizes that institutional environments have strong influence on organizational behaviors, and 
organizational decisions or actions are driven less by efficiency but more by external environmental factors and the need for 
legitimacy (Scott and Christensen, 1995). Firms seek legitimization within an industry by adhering to specific business 
practices. Instead, organizations become legitimate when adopting similar strategies with other firms within an industry. This 
drive for legitimacy would gradually make firms more homologous due to institutional isomorphism including coercive, 
mimetic, and normative pressures (Di Maggio & Powell, 1983). Mimetic pressures are observed when organizations adopt 
innovation or strategies imitating others with the same industry such as competitors or leading companies in order to cope with 
uncertainty. Coercive pressures are a set of formal forces such as government laws and regulation or informal forces such as 
industry persuasion exerted on organizations by some other organizations upon which they are dependent. Normative pressures 
are composed of social pressures on organizations and its members to conform to certain norms. When considering the 
influence of external environments on organizational behavior, institutional theory is very suitable. Mimetic, coercive and  
normative  institutional  pressures  existing  in  an  institutional  environment  may influence  firms’  intention  
toward IT(Teo et al., 2003).Rather than making a purely internally driven decision to adopt IT, firms are more likely to use IT  
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by external isomorphic pressures from competitors, trading partners, customers, and government. Many empirical studies have 
used institutional  theory to explain firm’s IT adoption and implementation behavior in different context(Mignerat &  Rivard, 
2009) such as EDI adoption(Teo et al., 2003b), e-commerce(Gibbs & Kraemer, 2004), ERP(Liang et al., 2007), eSCM(Liu et 
al.,2010), m-commerce(Swilley et al., 2012) and cloud computing solutions(Yigitbasioglu,2015). Some studies integrated 
institutional theory into environmental dimensions of T-O-E framework as pressures from competitors or trading partners 
(Oliveira & Martins, 2011). Zhu et al.(2004) and Lin & Lin(2008) applied  the  TOE  framework and  institutional theory 
to explain determinants of e-business intent to adopt and found support for the importance of competitive pressures. 
 
Some studies have confirmed that three dimensions of institutional pressures both have significant effect on firm’s IT adoption. 
Teo et al. (2003) found these three types of institutional pressures had significant effect on firm’s intention to adopt 
Interorganizational linkages, especially financial electronic data interchange. Some others concluded that the three types of 
institutional pressures had differential effects. Liu et al.(2010) found that normative and coercive pressures were positively 
associated with e-SCM adoption intention while mimetic pressures were not related to e-SCM adoption intention using the data 
of 131 Chinese firms. By collecting the data of 249 firms in USA, Swilley et al.(2012) reached similar conclusions in the 
context of m-commerce adoption in USA. Yigitbasioglu(2015) concluded that mimetic and coercive pressures influence top 
management team’s beliefs in the benefits of cloud computing.  
 
Due to the widely usage of internet, full legitimization of e-commerce has occurred while m-commerce is just now starting to 
become legitimized as it is still in the early phase of development(Swilley et al., 2012). Take China for example, the computer 
usage rate, internet usage rate and fixed broadband access rate of Chinese companies by the end of 2015 have reached 95.2%, 
89.0% and 86.3% respectively, while mobile internet access rate of Chinese companies have just reached 23.9%(CNNIC, 
2016).While there are many studies focusing on the impact of institutional pressures on IT adoption intention of companies, 
research on m-commerce adoption using institutional theory in Chinese firms is scant. Institutional analysis examines how 
broad social and historical force affect are affected by the actions of organizations (Orlikowski & Barley, 2001).  
 
RESEARCH MODEL AND HYPOTHESES 













Figure 1：Research Model 
 
Mimetic Pressures and M-commerce Adoption 
Mimetic pressures in the context of m-commerce arise from a firm’s perceived successes or benefits of competitors’ adoption 
of m-commerce. According to a survey report conducted by Vanson Bourne in May-July 2013, more than 75% of 1300 firms 
surveyed globally that have adopted m-commerce technology have already seen external and internal benefits including both 
customer experience as well as employee productivity. For firms in China, however, most of them have not launched the 
mobile commerce strategies, and hold a wait-and see attitude towards m-commerce (Research Center of Mobile Information, 
2014). When the firm learns how its competitors or leading companies in the industry benefit from m-commerce, it will be 
more likely to adopt same actions or technologies with the competitors. Besides, mobile commerce means new business 
models and processes (Clark III, 2001; Alvarez et al., 2009; Alfahl et al., 2012). In the early stage of m-commerce adoption, 
companies faced many uncertainties related to the adoption results. When in face of uncertainty, firms tend to imitate the 
successful competitors to reduce perceived risks. Therefore: 
 
H1: A firm’s perceived mimetic pressures toward m-commerce positively affect its m-commerce adoption intention 
 
Coercive Pressures and M-commerce Adoption 
Coercive pressures mainly come from powerful suppliers and customers because of the nature of mobile technology as a tool 
linking everyone. When dominant firms in the supply chain have adopted m-commerce technologies, upstream and 
downstream members might be forced to adopt m-commerce due to their dependence on the dominant partners. One of the 
differences on IT implementation between Chinese companies and companies in developed countries lies in that Chinese firms 
are driven by rather external pressure than internal motive. Take ERP for example, many OEM firms in China only use ERP 
system to receive orders from upstream companies instead of optimizing the business process of internal management (CNNIC, 
2016).Likewise, many small and medium-sized firms in China only use mobile technology on marketing and selling activities 
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instead of internal management and operation as more and more consumers spend much time on smart phones. Liu et al.(2009) 
found that coercive pressures were positively with the eSCM adoption intention. Therefore: 
 
H2: A firm’s perceived coercive pressures toward m-commerce positively affect its m-commerce adoption intention 
 
Normative Pressures and M-commerce Adoption 
Normative pressures come from the need to be part of the professional member collective (Di Maggio & Powell, 1983). 
Through relational channels among members of a network, firm’s decision to adopt m-commerce may arise from other firms’ 
pressures including competitors, customers, suppliers, professional association members and government agencies. Normative 
pressures in the context of m-commerce refer to pressures that companies face when dealing with competitors, suppliers and 
customers through social networks (Swilley et al, 2012). If adopting m-commerce are thought to be superior or regarded to be 
a social trend, firms would be more likely to conform to these widely accepted norms and rules. These norms guide firms about 
the way and extent to adopt m-commerce. Therefore: 
 
H3: A firm’s perceived normative pressures toward m-commerce positively affect its m-commerce adoption intention 
 
Institutional Pressures and Top Management Support 
Top management support refers to the extent to which top management actively supports in the adoption process of 
m-commerce. According to social cognitive theory (Bandura, 1986), human behavior is caused by personal, behavioral, and 
environmental influences. Top management’s belief and attitude towards m-commerce would be affected by institutional 
environments. Institutional pressures would change the support extent of m-commerce by influencing top manager’s cognition 
and belief on m-commerce. 
 
Liang et al.(2007) found that institutional pressures positively affect top management  beliefs in the ERP assimilation process. 
This logic can be extended to the context of top manager’s attitude to m-commerce. When competitors within the industry have 
benefited from the m-commerce strategies or dominant firms in the supply chain have adopted m-commerce technologies or 
the usage of m-commerce have became a common expectation of the industry, top managers of firms might pay more attention 
on m-commerce and give more support to m-commerce strategies within firms and actively participate in the implementation 
of the m-commerce system. Therefore:   
 
H4: A higher levels of mimetic pressures lead to higher levels of top management support to m-commerce adoption 
 
H5: A higher levels of coercive pressures lead to higher levels of top management support to m-commerce adoption 
 
H6: A higher levels of normative pressures lead to higher levels of top management support to m-commerce adoption 
 
Top Management Support and M-commerce Adoption 
According to theory of planned behavior, theory of reasoned action and technology acceptance model (Davis, 1989), human’s 
attitude and beliefs guide their behaviors. Firms’ choices and decisions are reflected by top management’s values (Hambrick & 
Mason, 1984), thus firm’s decisions and behaviors are always guided by top management’s attitude and beliefs, especially in 
SMEs. Many literatures suggested that top managers’ support play an important role in the successful implementation of IT 
systems (Jarvenpaa et al., 1991; Chatterjee et al., 2002; Ngai et al., 2008; Balocco et al., 2009). Liang et al. (2007) confirmed 
the important role of top management in mediating the effect of institutional pressures on IT assimilation. Institutional forces 
may not only directly affect m-commerce adoption in firms but also influence the top management’s beliefs and behaviors. The 
positive beliefs of top management about the values and necessity of m-commerce adoption may result in strong intention of 
m-commerce adoption. Therefore:   
 
H7: Top management support on m-commerce is positively associated with firm’s intention to adopt m-commerce 
 
H8: Top management support mediates the relationship between mimetic (a), coercive (b) and normative (c)   pressures and 
m-commerce adoption intention 
 
Control Variables 
To fully account for the differences among firms, firm size and industry are also included in the model as control variables. 
Many studies have shown that firm size have a positive effect on the adoption behavior(Rogers,1995;Zhu& Kraemer,2005;Zhu 
et al.,2006).The type of industry could have a significant effect on adoption intention. According to the survey report of 





The questionnaire began with a definition of m-commerce, and followed by 17 survey items. We measured all the items on a 
five-point Likert-type scale ranging from “strongly disagree” to “strongly agree”. Measurement items used in this research 
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were adapted from previously validated measures and modified to the m-commerce context in China. The three types of 
institutional pressures were largely measured with items adapted from Toe et al.(2003) and Swilley et al.(2012). The 
measurement of mimetic pressures focused on the perceived competitor adoption and perceived competitor success. The 
measurement of coercive pressures focused on perceived pressures from major customers and suppliers. The measurement of 
normative pressures focused on perceived pressures from industry or social trend. The measurement of top management was 
adapted from Chatterjee et al. (2002). The measurement of m-commerce adoption intention was adapted from Swilley et al. 
(2012). 
 
Sample and Data Collection 
We used a paid online survey platform (SoJump.com) to collect data and gathered 204 valid questionnaires from top managers 
(including CEO, CIO, COO and directors) of Chinese small and medium-sized firms during August to October in 2014.Most 
of the respondents are in Manufacturing (35.8%), Retailing (19.1%), IT (16.2%) and Financial (9.3%) industries, as shown in 
Table 1. The number of employees is shown in table 2. In China, the ministry of Industry and Information Technology defined 
micro, small and medium enterprises by employee number or turnover and the standard varies according to industries. For 
manufacturing industries, firms with employees fewer than 1000 or annual turnover less than 400 million Yuan RMB are 
defined as SMEs. For retailing industries, firms with employees fewer than 300 or annual turnover less than 300 million Yuan 
RMB are defined as SMEs. Firm sizes reported by respondents are shown in table 3. 
 
We analyzed the main survey data by SPSS 20.0 and assessed the common method bias by the Harmon one-factor test 
(Podsakoff & Organ, 1986). Results show that 3 factors are present and that the most co-variance explained by one factor is 
approximately 21%, which indicates common method bias is not a likely contaminant of results. PLS method was used to 
structural equation modeling since the sample size was small. We evaluated the measurement and structural models by Smart 
PLS 2.0 and tested the mediating effect by bootstrapping method.  
Table 1: Industry 
Industry 
Number Percent (%) 
Manufacturing 73 35.8 
Retailing 39 19.1 
IT 33 16.2 
Financial 19 9.3 
Logistics 9 4.4 
Hotel and Food 7 3.4 
Traveling 5 2.5 
other 19 9.3 
Total 204 100 
 
Table 2: Number of Employees 
Employee  Number Number Percent (%) 
0-9 2 1.0 
10-49 28 13.7 
50-299 91 44.6 
300-999 68 33.3 
Over 1000 15 7.4 
Total 204 100 
Table 3: Firm Size 
Firm Size Number Percent (%) 
Medium 153 75 
Small 47 23 
Micro 4 2 
Total 204 100 
 
DATA ANALYSIS AND RESULTS 
The Measurement Model 
We assessed the validity of constructs in terms of indicator reliability, internal consistency, convergent validity, and 
discriminant validity. Factor loadings of each construct are greater than 0.7, as can be seen in Table 4, which indicates that the 
instrument shows good indicator reliability. Cronbach’s alpha and composite reliability (CR) were used to evaluate the internal 
consistency. The measurement model shows good internal consistency with Cronbach’s alpha  exceeding the recommended 
threshold value of 0.7 and CR exceeding the criterion levels of 0.7, as shown in Table 5. The AVE are greater than 0.5, as can 
be seen in table 5, which indicates that the measurement model has good convergent validity. Discriminant validity is achieved 
if the square root of the AVE is greater than all of the inter-construct correlations (Chin 1998). The results in Table 6 indicate 
that the measurement model shows good discriminant validity.  
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Table 4: Factor Loadings 









































The Structural Model 
We assessed the validity of the structural model by examining R2 values and the significance of paths. The R2 is 0.725 for the 
m-commerce adoption intention and 0.542 for the top management support. All R2 are greater than 0.33, which indicates a 
good fit of the model. Table 7 presents the path coefficients and the total effect. H1,H2,H3,H4,H6 and H7 were supported while 
H5 was rejected. The results reveal that mimetic pressures, coercive pressures, normative pressures and top management 
support have significant effect on firm’s intention to adopt m-commerce while coercive pressures and normative pressures 
except for mimetic pressures have a positive impact on top management support. For the total effects, coercive pressures have 
the strongest effect on firm’s intention to adopt m-commerce, followed by normative pressures, top management support and 
mimetic pressures. 
Table 5: AVE, CR and Cronbach’s alpha 
Construct AVE CR Cronbach’s alpha 
MC     0.6097 0.8617 0.7852 
TOP 0.6087 0.8614 0.7851  
MP 0.6722 0.8600 0.7588  
CP 0.6507 0.8481 0.7311  
NP 0.6587 0.8522 0.7387 
 
Mediating Role Test 
This paper followed Preacher and Hayes(2004,2008) and applied bootstrapping method to test the mediating effects of top 
management between institutional pressures and m-commerce adoption intention(Hair et al,2014). To begin the analysis, the 
PLS path model should be estimated without the mediator variable TOP. Table 8 shows that the three path coefficients are all 
significant, which results from the conducting bootstrapping procedure. In the next step, the mediator variable was included in 
the model. A bootstrapping procedure generating 5000 random samples of size of 204 was used to estimate the significance of 
indirect effects.  
 
Table 9 shows the calculation results of empirical t value. The empirical t value of the indirect effect of MP on MC is 1.167, 
and we can conclude that this relationship via TOP is not significant. Thus, H8a was rejected. The empirical t value of the 
indirect effect of CP on MC is 3.446, and we can conclude that this relationship via TOP is significant. Thus, H8b was 
supported. The empirical t value of the indirect effect of MP on MC is 3.039, and we can conclude that this relationship via 
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Table 6: AVE and Latent Variables Correlations 
 MC TOP MP CP NP 
MC 0.7808     
TOP 0.7531 0.7802    
MP 0.7406 0.6426 0.8199   
CP 0.7456 0.6888 0.681 0.8067  
NP 0.7228 0.6349 0.7341 0.6405 0.8116 
             Note: The diagonal(in bold) are the values of AVE squared root and the off-diagonal represents the 
correlations.  
Table 7: Path Coefficients 







H1 MP  MC 0.177* 2.4115 0.212** 2.786 
H2 CP   MC 0.235** 3.7164 0.371** 5.8706 
H3 NP   MC 0.237** 3.4057 0323** 5.0664 
H4 TOP   MC 0.320** 4.3812 0.320** 4.4792 
H5 MP   TOP 0.109 1.2981 0.109 1.2625 
H6 CP   TOP 0.423** 5.2815 0.423** 5.2169 
H7 NP   TOP 0.284** 3.9578 0.284** 3.9313 
Note：*p<0.05, **p<0.01,***p<0.001.The same below. 
Table 8: Significance of Path Coefficients without the Mediator 
Path Path Coefficient t Value 
MP  MC 0.208** 2.8179 
CP   MC 0.364*** 5.6724 
NP   MC 0.328*** 5.0816 
       
Table 9: Indirect Effect with the Mediator 
Path Path Coefficient 
(Indirect Effect) 
t value 
MP  MC 0.035 1.167 
CP   MC 0.136*** 3.446 
NP   MC 0.091** 3.039 
 
To estimate the size of the indirect effect, the paper used the variance accounted for (VAF) value, which equals the ratio of the 
indirect effect to the total effect (Hair et al, 2014). As shown in table 6, the direct effect of CP on MC has a value of 0.235, 
while the indirect of effect via TOP has a value of 0.136 (equals 0.423*0.320). Thus, the VAF has a value of 
0.136/0.371=0.367. Consequently, 36.7% of CP’s effect on MC is explained via the TOP mediator. The direct effect of NP on 
MC has a value of 0.237, while the indirect of effect via TOP has a value of 0.091(equals 0.284*0.320). Thus, the VAF has a 
value of 0.091/0.323=0.282. Consequently, 28.2% of NP’s effect on MC is explained via the TOP mediator. Since the value of 
VAF is between 20% and 80% (Hair et al, 2014), it means that the top management plays partial mediation between the two 




The paper provides both theoretical and practical contributions.  
 
First, this paper contributes to the growing empirical literature on m-commerce adoption at organizational level instead of 
individual level in the context of China. In terms of the fast penetration of mobile technologies in China, it becomes very 
necessary for firms to implement m-commerce applications and technologies. Adoption of m-commerce means great 
opportunities for SMEs in China. Thus, it is very meaningful to study the m-commerce adoption at organizational level in the 
context of China. 
 
Secondly, this paper adds to the growing evidence of institutional influence on organizational behaviors by confirming its 
applicability to m-commerce adoption. The  role  of  institutional  pressures  in  affecting  firms’ adoption  of 
innovations has been broadly studied, but  few research has been done within the context of the new m-commerce 
Page 691
Li & Tao 
The Sixteenth International Conference on Electronic Business, Xiamen, December 4-8, 2016 
 
 
technologies. Consistent with previous studies in the context of EDI (Teo et al., 2003), our results confirmed the effect of 
institutional pressures on m-commerce adoption intention. 
 
Thirdly, this study integrates institutional pressures and the influence of top management on firms’ m-commerce adoption 
intention into one model. Most studies adopted the institutional theory to explain the IT adoption behavior of organizations, not 
individuals (Mignerat and Rivard, 2009). Our study draws upon this limitation to develop and test an empirical model that 
emphasizes the effect of three institutional pressures on top managers and organizations. Our results indicate that two of the 
three institutional pressures have significant influence on firms’ behavior through top management. 
 
Finally, for practitioners, this study points out that the importance of top management and institutional pressures to 
m-commerce adoption in firms. By identifying the relationship among institutional pressures, top management and 
m-commerce usage, this study offers top managers a more systemic understanding for how m-commerce application of firms 
are  embedded in complex interdependent social and economic networks. The findings of this study could offer practitioners 
guidelines for promoting the application of m-commerce. Top managers of firms should react actively to normative pressures 
and coercive pressures in the process of m-commerce adoption, and evaluate the real benefits before adopting m-commerce 
carefully. When persuading firms to adopt m-commerce applications, the practitioners and IT consultants should emphasize on 




Limitations of our study are as followings. Firstly, this study collected data at one point in time. Although the Harmon 
one-factor test showed that the common method variance was acceptable, a longitudinal data collection would enrich the 
robustness of the model and offer more information on the relationship between institutional pressures and m-commerce 
adoption. Secondly, we collected data through online survey platform, which relied on the informants’ understanding of the 
variables. Thirdly, this research took adoption intention of m-commerce as independent variable rather than actual adoption. 
Although adoption intention had been used widely in previous study as a proxy for the decision to adopt IT innovations, it 
might be more meaningful and necessary to examine the actual adoption of m-commerce in terms of the fast penetration of 
mobile phones in China. 
 
Discussions 
Drawing on institutional theory and the literature on IT adoption and diffusion, this study developed and tested an 
m-commerce adoption model in the context of SMEs of China. We find that institutional pressures affect m-commerce 
adoption in firms in different ways, and are partially mediated by top management. Mimetic pressures, coercive pressures, 
normative pressures might directly affect firm’s intention to adopt m-commerce. Coercive pressures and normative pressures 
except for mimetic pressures have a positive impact on top management support. Top management support partly mediates the 
influence of two institutional pressures (coercive pressures and normative pressures) on the adoption intention of m-commerce. 
However, contrary to what we expected, findings suggest that mimetic pressure does not affect top management support on 
m-commerce. One possible reason is that m-commerce in China is still in the early stages. Although there are institutional 
pressures for firms to adopt m-commerce, the benefits of adopting m-commerce have not been fully perceived by top managers 
yet. In other words, there is a low level of perception of the real benefits brought by m-commerce applications. The results 
indicate that Chinese small and medium-sized firms’ decisions on m-commerce adoption are driven less by efficiency but more 
by external environmental factors. 
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